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Penelitian ini dilatarbelakangi semakin berkembangnya fenomena personal 
branding, terutama di era digital seperti saat ini yang memanfaatkan teknologi 
komunikasi media sosial. Fitra Eri sebagai expertise di dunia otomotif juga 
memanfaatkan keberadaan media sosial untuk mem-branding dirinya sebagai 
vlogger otomotif. Penelitian ini ingin mengetahui bagaimana strategi personal 
branding yang dilakukan Fitra Eri untuk membangun kredibilitasnya sebagai 
vlogger otomotif Indonesia. Analisis penelitian ini didasarkan strategi penerapan 
personal branding dan teori kredibilitas sumber. Acuan konsep yang digunakan 
dalam penelitian ini adalah delapan strategi personal branding oleh Montoya, yaitu 
spesialisasi, kepemimpinan, kepribadian, perbedaan, kenampakan, kesatuan, 
keteguhan, dan maksud baik. Penelitian ini menggunakan paradigma post-
positivism dan metode penelitian studi kasus. Teknik pengumpulan data dari 
penelitian ini adalah wawancara dan dokumentasi berupa beberapa artikel online 
dan video di YouTube channel Fitra Eri. Hasil penelitian menujukan bahwa Fitra 
Eri telah memenuhi dua faktor teori kredibilitas sumber, yaitu faktor keahlian 
sumber (source expertise) dan faktor kepercayaan sumber (source trustworthiness) 
dengan menerapkan kedelapan strategi personal branding. Secara khusus, personal 
branding Fitra Eri bertumpu pada tiga strategi utama, yaitu 1.) Spesialisasi, dengan 
menunjukan passion dan kemampuannya di bidang otomotif; 2.) Kesatuan, dengan 
selalu menjunjung nilai kejujuran dan kebenaran, 3.) Maksud baik, yang 
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This research is based on the growing development of the personal branding 
phenomenon, especially in the digital era nowdays that utilize communication 
technology of social media. Fitra Eri as an expertise in the automotive world also 
utilizes the presence of social media to brand himself as an automotive vlogger. 
This study wanted to find out Fitra Eri's personal branding strategy to build his 
credibility as an Indonesian automotive vlogger. The analysis of this study was 
based on the strategy of applying personal branding and the source credibility 
theory. The conceptual references used in this study were eight personal branding 
strategies by Montoya, namely specialization, leadership, personality, differences, 
appearance, unity, determination, and good intentions. This research used the post-
positivism paradigm and case study research methods. Data collection techniques 
from this study were interviews and documentation in the form of several online 
articles and videos on Fitra Eri's YouTube channel. The result of the research shows 
that Fitra Eri has fulfilled two factors of source credibility theory, namely source 
expertise and source trustworthiness by implementing the above mentioned eight 
personal branding strategies. Specifically, Fitra Eri personal branding puts 
emphasize on three main strategies, namely 1.) Specialization, by showing his 
passion and ability in the automotive field; 2.) Unity, by always upholding the 
values of honesty and truth, 3.) Good intentions, which were shown by creating 
content that is useful for his audience. 
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